. That is, each version was described as being identical in brand name, product type, and price, varying only in coun try of origin. Respondents were asked how they would rate the quality of each product on a five-point scale ranging from "very poor" to "very good."
Next they indicated their choice ranking (1st, 2nd, and 3rd) assuming these products were identical in all respects other than quality. Product quality and purchase choice were treated separately to investigate the hypothesis that the "ex trinsic" cue of country of origin might serve as a "surrogate" indicator of "intrinsic" quality in consumers' product evalua tions. This allowed examination of the relationship between perceived quality and product choice, as shown in Table 2 .
The "artificiality" of the choice scenarios described in this study is readily acknowledged as a limitation of this study. 
